People in consumer societies tend to give symbolic value to the goods they own or consume, using these possessions to maintain a positive self-image and build their identities (Davies & Fitchett, 2010) . Markets provide consumers with a platform and the resources to build their identities. Research characterizes the process of consumer identity development in multicultural contexts as one in which cultural identities can be bought, sold, and utilized as needed (Côté, Mikozami, Roberts, & Nakama, 2016; Oswald, 1999) . According to Berry (1997) , culture change supports the selective adaptation of individuals to new environments. Culture shapes consumers' attitudes and perceptions (Triandis, 1989) , significantly influencing their emotions, thought processes, and actions (Cleveland & Laroche, 2007) , and helping them to Gonzalez-Fuentes, M.
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develop their identities by attributing additional meaning to their possessions (Steenkamp, Batra, & Alden, 2003) .
However, and despite millennials' idiosyncrasies, little attention has been paid to the study of the consumer identities of this group (Thomas, 2013) . The current research addresses this gap by examining the way that different elements of millennial consumers' global and national identities help explain two attitudinal outcomes frequently associated with globalization:
materialism and consumer ethnocentrism (Cleveland, Rojas-Mendez, Laroche, & Papadopoulos, 2016) . By doing this, the current study contributes to the literature in a number of ways. First, this research adds to our understanding of the dynamics behind the formation of materialistic and consumer ethnocentric attitudes among millennials. Second, it examines the impact of globalization on consumer culture as the interaction between global and local forces rather than reducing it to the predominance of either one of these forces (Cleveland, Laroche, & Takahashi, 2015) . Third, the current study answers the call for research focused on the heterogeneity within cultures, in addition to the heterogeneity found between cultures. Accordingly, two sociocultural contexts are considered: collectivistic societies with ethnically homogeneous populations and individualistic contexts with ethnically diverse demographics.
Conceptual development

Globalization and millennials' consumer identities
In the past few decades the world has witnessed substantial change. Borders are becoming increasingly blurry as a result of advances in transportation and, most particularly, in telecommunications. As a result of globalization, people around the world are increasingly being exposed to a wide variety of cultures and ways-of-life through the continuous and growing flow of tourists, ideas, and capital across the world (Appadurai, 1990; Demangeot & Sankaran, 2012) .
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In an interconnected world, the process of identity formation is influenced not only by the interactions between individuals and institutions at home, but also with individuals and institutions from other countries or cultures. According to Arnett (2002) , the main psychological effect of globalization is the one that occurs on the self-concept or identity. This multinational interactive process challenges individuals' views about consumption and its meanings, and triggers a process of cultural adaptation to a new social context.
In postmodern capitalist societies, consumption is a key aspect of an individual's daily interactions with society and its institutions (Lerman & Maxwell, 2006) . As a result, people in consumer societies tend to show a high degree of possession centrality. In other words, they give symbolic value to the goods they own or consume, using these possessions to maintain a positive self-image and build their identities (Davies & Fitchett, 2010) . Consequently, markets provide means for individuals to construct narratives of themselves (Arnould & Thompson, 2005; Belk, 1988) . In particular, young adults are characterized as possessing identities in flux and in constant adaptation (Côté & Levine, 2016) , and with greater freedom to choose different lifestyles (Arnett, 2004) than at any other life-cycle stage. These features make this group an especially interesting population in which to study the role of globalization in the construction of consumer identities.
Within this group, millennials, a cohort that encompasses those born in between 1980 and 1999 (Lissitsa & Kol, 2016; Gurau, 2012) , were brought up in a consumer culture in which shopping takes on a more experiential dimension (Lissitsa & Kol, 2016) . They are portrayed as a generation introduced to a marketplace marked by internationalization and the influence of popular culture (Parment, 2011) . Millennials are known for their larger disposable income than previous cohorts (Noble, Haytko, & Phillips, 2009) , considered more assertive and with greater Gonzalez-Fuentes, M.
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self-esteem than other generations at the same age (Twenge, Carter, & Campbell, 2017) , and also more narcissistic (Giambatista, Hoover, & Tribble, 2017; Twenge et al., 2016) .
Despite these idiosyncrasies, limited research concerning this group's consumer identities exists (Thomas, 2013) . Most of the existing literature has focused on the ethical and ecological aspects of this generation's consumption (Bucic, Harris, & Arli, 2012) ; their decision-making styles (Bakewell & Mitchell, 2003) ; their attitudes toward advertising (Beard, 2003) ; and their underlying motivations for purchasing products and patronizing retailers (Noble et al., 2009 ).
Consumer identities: The role of national and global identities
The main premise of the literature on consumer identities is that the individual is understood as possessing a core and an extended self. The latter allows for the expansion of the self by adding elements pertaining to the individual's attachment to or affiliation with other persons, places, or things. These affiliations include all levels of a group's attachments, ranging from the close or more personal circles to the larger or more impersonal memberships (Ahuvia, 2005) . Erikson (1950) referred to this level of the self as social identity and conceived it as represented by our "locations" in society, or the groups to which we belong. Tajfel (2010) defined social identity as the part of a person's self-concept attained by the realization of belonging to a social group together with the emotional significance of that membership.
Markus and Kitayama (1991) characterized social identity as "the psychological locus of cultural effects" and as a frame of reference that systematically influences how individuals belonging to specific socio-cultural groups behave. Markus and Kitayama's (1991) characterization of this concept involving specific cultures calls attention to one category of social identity that is of particular interest to consumer Gonzalez-Fuentes, M.
Millennials' Consumer Identities 6 researchers: cultural identity. This dimension encompasses a number of traits that a culture recognizes as setting it apart from others. It indicates the degree to which a person identifies with a particular cultural group, or similarly, the degree to which an individual adheres to the values and norms embraced by said group (Schwartz, Montgomery, & Briones, 2006) . Ethnic or national identity illustrates the case in which such a group is defined by the person's ethnicity or nationality (Phinney, 1992) . Global identity is, on the other hand, unassociated with a specific country and denotes an individual's self-identification with the global culture and people around the world (Gao, Zhang, & Mittal, 2017) . This type of identity reflects a positive attitude towards a multicultural mindset that transcends geographical borders as well as the embracement of a cosmopolitan view of the self (Westjohn, Arnold, Magnusson, Zdravkovic, & Zhou, 2009 ).
Global identity is also conceived as people's awareness of their relation to the global culture (Arnett, 2002) and the degree of psychological and emotional investment in the global community (Der-Karabetian & Ruiz, 1997) .
A number of works characterize the process through which individuals develop their identities in multicultural contexts as one resembling markets in which they can buy, sell, and utilize cultural identities like any other product Oswald, 1999) . Following the seminal works of Peñaloza (1994) and Berry (1997) , culture change is assumed to manifest the selective adaptation of individuals to new environments. Thus, acculturation is not unidirectional, finite, or fixed. New traits can be acquired without shedding any other traits or affiliations obtained in the past. In this sense, the construction of global and national identities is dynamic, multidimensional, and relational (Cleveland, Laroche & Papadopoulos, 2009 ) as well as fluid and adaptive (Laroche, Kim, Hui, & Joy, 1996) .
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Ultimately, consumers' national and global identities influence their behavior given the central role that cultural context plays in the interactions between individuals and markets (Askegaard, Arnould, & Kjeldgaard, 2005; McCracken, 1986) . In particular, culture shapes consumers' attitudes and perceptions (Triandis, 1989) , significantly influencing their emotions, thought processes, and actions (Cleveland & Laroche, 2007) .
Materialism and consumer ethnocentrism as outcomes of globalization
Two key attitudinal outcomes associated with globalization are consumers' degree of materialism and ethnocentrism (Alden, Steenkamp, & Batra, 2006; Cleveland et al., 2016) .
Materialism has been characterized as a value (Richins, 2004) , a set of attitudes (Chan & Prendergast, 2007) , and a personality trait (Belk, 1985) . One of the most cited and broadly accepted definitions describes materialism as the importance people give to material possessions that accompany major life goals (Lerman & Maxwell, 2006; Richins, 2004) . Accordingly, a materialistic consumer will give significant importance to owning or acquiring products, derive happiness and fulfillment from these possessions, and be able to use them to signal personal and social achievements.
Consumer ethnocentrism is a tendency towards consumption of product offerings originating from the culture considered as one's own (Shimp & Sharma, 1987) . Ethnocentric consumers tend to have more favorable assessments of domestic than of foreign products. In addition, they believe it is inappropriate to purchase foreign offerings because that would hurt the domestic economy (Jin et al., 2015) , indicating an attitude of defiance towards globalization ). Consumer ethnocentrism is especially relevant when alternatives from other origins are available alongside one's own cultural offerings (Klein, 2002) .
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Individuals develop both of these attitudinal outcomes throughout their lifetimes and different generational cohorts display distinct dynamics in the development of values, attitudes, and preferences. Research has shown that these differences remain relatively unchanged throughout life (Parment, 2013) . These studies highlight the stage of young adulthood as a pivotal point for this long-lasting impact (Holbrook & Schindler, 1994) , and the role of mass media as a powerful influence during this life-cycle stage (Schindler & Holbrook, 1993) .
Millennials came of age amidst a strong emergence of social media and reality television fueled by the widespread internationalization of societies and popular culture, which resulted in a deep engagement in issues pertaining to globalization among their members (Parment, 2011) . At the same time, and because of their upbringing in societies increasingly focused on the individual, millennials have greater self-esteem and display more independence, assertiveness, and agency than previous cohorts (Twenge, Carter, & Campbell, 2017) . Thus, the study of consumer attitudes such as materialism and consumer ethnocentrism is particularly interesting and relevant for the case of millennials.
Since materialism and consumer ethnocentrism are socially constructed, or learned through the socialization process, they are conceptualized as varying across individuals and time Kleine & Baker, 2004) . In particular, higher materialism is linked to social and cultural contexts experiencing major changes (Ger & Belk, 1996) . Additional evidence suggests that the level of attachment toward domestic offerings varies considerably among countries, especially those in the developing stage (Shankarmahesh, 2006) .
Research comparing materialism and ethnocentrism across nations has been conducted Jin et al., 2015) . Many of these studies regard these two dimensions as mediators between globalization and consumer behavior, and hence focus on the distinct Gonzalez-Fuentes, M.
Millennials' Consumer Identities 9 consumption patterns exhibited by different countries. However, a lack of studies exists exploring the determinants of these two attitudinal outcomes in depth as well as comparing this process across cultures. Furthermore, a number of investigations have called for research to focus on the interaction between consumers' local and global contexts, rather than determining which force predominates (Berry, 2008; Cleveland et al., 2015) . Only a few studies address materialism and consumer ethnocentrism among millennials (Bevan-Dye, Garnett, & de Klerk, 2012; Kim & Jang, 2017) and none of them focus on the determinants of these two attitudes within millennials' global and national identity components.
The current research fills these gaps by focusing on the way millennials' global and local identities help explain their attitudes towards materialism and consumer ethnocentrism. By focusing on attitudinal outcomes rather than on consumer behaviors, this research contributes to the literature studying segmentation of international markets given the great potential that attitudes have as a way to express consumers' values and lifestyles (Keillor, d'Amico, & Horton, 2001 ). For this purpose, a model developed by Cleveland et al. (2015) is used in which each of these attitudes is independently determined by a set of global and national identity components.
Specifically, materialism and consumer ethnocentrism are each modeled separately as dependent variables explained by a series of independent variables representing different aspects of consumers' global and national identities.
Globalization as a driver of cultural change
Currently, two positions dominate the academic debate on the effects of globalization on consumer culture. One position asserts that globalization has a standardizing influence on a number of attitudes and behaviors across regions and cultures. This perspective argues for globalization being an integrative force that homogenizes markets via the convergence of Gonzalez-Fuentes, M.
Millennials' Consumer Identities 10 consumers' attitudes and preferences across cultures. The other position argues that regional and local differences have become a force that resists globalization and helps subgroups to reaffirm their identities (Laroche, 2017) . According to this view, globalization may be stimulating consumers to assert their uniqueness by incorporating communal elements and practices in their interactions with the marketplace (Niezen, 2004) .
Empirical evidence exists for both positions, indicating a multidirectional continuum in which consumers can develop hybrid identities that blend the distinct cultural contexts to which they have been significantly exposed (Peñaloza, 1994) . 
H2: Millennials' global and local identities have differential effects on consumer ethnocentrism.
Acculturation to globalization in distinct socio-cultural contexts
Materialism and consumer ethnocentrism are considered social constructs, or more particularly, attitudinal outcomes of the sociocultural context to which individuals have been significantly exposed ). In addition, issues related to identity are influenced by the ethnic diversity of a society (Oyserman, 2009; Strebinger, Guo, Klauser, & Grant-Hay, 2018 ). An increasing number of researchers in the field of cross-cultural studies are calling attention to the heterogeneity found within different cultures, emphasizing the role of intra-country diversity in the distinct influence that globalization has in modern societies (Cleveland et al., 2016; Demangeot, Broderick, & Craig, 2015) . In line with this, two different sociocultural contexts may present distinct configurations of materialistic and ethnocentric consumers with distinct combinations of global and national identities. Thus, the current study considers two distinct socio-cultural contexts: Collectivistic with an ethnically homogeneous population and individualistic with an ethnically diverse population.
In collectivistic societies, the experience of the self includes a sense of interdependence and of one's status as a participant in a larger social unit (Markus & Kitayama, 1991) .
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Individualistic societies emphasize independent self-construals motivated to express themselves, which are separated from the social context. In contrast, collectivistic mindsets encourage interdependent self-construals that connect with the social setting and aim at maintaining harmony and balance among members of society (Nishimura & Sakurai, 2017) . Ethnically homogeneous societies reinforce this sense of interdependence as well as the search for conformity. A number of studies have associated ethnically diverse contexts with lower levels of national identity (Keillor & Hult, 1999) , a higher fragmentation of consumers (Peñaloza, 2015) , and a need for differentiation approaches (Strebinger et al., 2018) .
The acculturation to new environments is considered a process in which individuals have considerable agency to choose the adaptation strategies that best align with their beliefs and values (Berry, 1997; Schwartz et al., 2006) . Research has found these strategies to range from those in which individuals integrate both their original and new context's values to those in which they choose to remain detached, or marginalized, from both environments. Along this spectrum of adaptation outcomes, different combinations of affirmative and rejectionist attitudes towards the original and new environments are manifested (Luedicke, 2011) .
Based on these ideas, millennials from ethnically homogeneous and collectivistic contexts may be characterized by integrative strategies that preserve local values while embracing the global views and lifestyles in an effort to blend with the rest of consumers.
Alternatively, millennials from ethnically diverse and individualistic contexts may edge towards outcomes in which local features become salient elements to manifest unique and differentiated identities. The following two hypotheses summarize these ideas:
H3: Millennial consumers from collectivistic and ethnically homogeneous sociocultural contexts prefer more integrative strategies of adaptation to globalization.
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H4: Millennial consumers from individualistic and ethnically diverse sociocultural contexts
prefer more differentiated strategies of adaptation to globalization.
Method Participants
The target population for this study is millennial consumers from two different sociocultural contexts, one collectivistic and ethnically homogenous, and the other individualistic and ethnically diverse. Millennials from Japan represent the former while those from the United
States represent the latter. Both countries are two of the most advanced economies with relatively similar economic status, both globally and in per capita terms, yet with very different socio-cultural contexts (Lin & Kalwani, 2018) .
The United States consistently scores higher than Japan on Hofstede's individualismcollectivism dimension (Hofstede, Hofstede, & Minkov, 2010) , indicating a society with a more individualistic mindset. Japan, on the other hand, is considered a collectivist society where individualism has negative connotations and interrelationships among the members of a group are prioritized (Triandis, 2018; Markus & Kitayama, 1991) . As a result, both of these countries are consistently placed on opposite ends of the individualism-collectivism spectrum.
Japan represents one of a small number of advanced economies in which ethnic homogeneity is predominant (Cleveland et al., 2015) and ingrained in the notion of nationhood (Verkuyten, 2018) . In contrast, the United States is characterized by the literature as a highly fragmented economy in terms of race (Montalvo & Reynal-Querol, 2005) as well as one of the top culturally and ethnically diverse societies in the world (Okediji, 2005) . Given these Gonzalez-Fuentes, M.
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Participants in this study were undergraduate students enrolled in academic programs at higher education institutions in Japan and the United States. Participants were asked to voluntarily provide their responses as part of a class. In total, 500 millennial students were contacted, resulting in 422 participants, 244 from Japan and 178 from the United States (American participants). The participants in this study are similar to those used in other studies targeting millennial consumers in that they are college students (e.g., Bevan-Dye et al., 2012; Blake et al., 2017; Cleveland et al., 2015; Detre, Mark, & Clark, 2010) . The number of participants in this study provided a 95% level of power (Cohen, 1988) . Females comprised 57.1% of participants while 42.9% were male. The distribution by year of birth is as follows: 1993-1995, 19.9%; 1996, 20.4%; 1997, 23.7%; 1998, 28.7%; and 1999, 7 .3%.
Measures
Four scales from related prior research were used in the current study: Materialism, consumer ethnocentrism, ethnic (national) identity, and acculturation to the global consumer culture (global identity). Each scale contains items measured on a seven-point scale (1 = "strongly disagree," to 7 = "strongly agree"). The four scales included a total of 91 items and were translated to Japanese for Japanese participants by an experienced native translator using back-translation and adjusting for consistency to reflect language idiosyncrasies. Data for all participants were collected using a combination of online and "paper and pencil" selfadministered formats. In order to be congruent with prior research, each scale's scores were calculated using participants' average items score, following the protocol used by Cleveland et
Millennials ' Consumer Identities 15 al. (2015) . All measures were tested for reliability, using Cronbach's alpha ( ) for that purpose, and showed sufficient internal consistency based on Churchill's (1979) criteria ( > 0.6).
Materialism (MVS; dependent variable)
Richins & Dawson (1992)'s material values scale (MVS) was used. This scale has been widely validated and used extensively since its publication ). For the current study, the nine-item shorter version of MVS was used ( = .79, M = 4.46, SD = .96). A sample item is: "The things I own say a lot about how well I am doing in life."
Consumer Ethnocentrism (CET; dependent variable)
The 4-item refined version of the CET scale (Klein, Ettenson, & Krishnan, 2006 ) was used in this study ( = .81, M = 2.69, SD = 1.11). Developed by Shimp & Sharma (1987) , the CET scale is one of the most widely used instruments in the literature to assess consumer ethnocentrism . A sample item is: "We should purchase products manufactured in our own country instead of letting other countries get rich off of us."
Global Identity (AGCC; independent variable) Cleveland & Laroche's (2007) 
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Analytic approach
To test hypotheses H1 and H2, two sets of ordinary least-squares (OLS) regressions were run for both groups of participants. Each set is comprised of two estimated equations. MVS is the dependent variable in one equation while CET becomes the dependent variable in the second.
For both models the same ten independent variables were used: the five components of EID and the five elements of AGCC. Thus, to determine if H1 and H2 were supported, the signs of the estimated betas for the independent variables were analyzed to determine if they are consistent with either the cultural homogenization or heterogenization effects of globalization.
In order to test hypotheses H3 and H4, first, a series of unsupervised two-step cluster algorithms was used. An unsupervised cluster algorithm assesses if there are discernible homogeneous segments of consumers from the diversity of data points displayed by the variables considered. The "unsupervised" feature implies that the algorithm performs this analysis without any input from the researcher regarding the number of clusters or segments it should find (Bruwer & Li, 2017) . If the algorithm determines the existence of distinct clusters, then the information regarding the number of segments is used to estimate their compositional structure and size. This algorithm was run for three sets of variables separately for each group of participants. The three sets considered are: the five elements of EID, the five components of
AGCC, and the attitudinal outcomes of materialism (MVS) and consumer ethnocentrism (CET).
Second, based on the results of the cluster analysis for MVS and CET, similar segments of consumers were identified across both groups of participants. These observations were mapped out according to their levels of global (AGCC) and local (EID) identities. 
Results
An initial correlation matrix analysis showed no sign of serial correlations ( > .75) between pairs of independent variables considered for these models (Grewal, Cote, & Baumgartner, 2004) . The bi-variate correlation matrix is presented in Table 1 .
[Insert Table 1 here]
The estimation results for the OLS regressions used to test hypotheses H1 and H2 are shown in Table 2 . To facilitate the comparison across socio-cultural contexts, both materialism and consumer ethnocentrism models are displayed side by side for Japanese and American participants.
In reviewing the results for materialism, only three variables have statistically significant 
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importance on possessions as their media consumption becomes more locally based. The closer they identify with the global consumer culture (or the more influence they perceive this phenomenon has over their lifestyle consumer choices), the higher their degree of materialism.
For this group of millennials, insular personal networks drive materialistic attitudes. That is, the less culturally diverse their social circles are, the more materialistic they become.
[Insert Table 2 The direction of the estimated effects for LIR, OPE and GMM suggests the existence of resistant forces at play. More concretely, these effects reveal a defensive reaction by millennials from this group to the diversity experienced in their social circles, the increasing exposure to global mass media messages, and the inclusiveness displayed towards other cultures.
The results for millennials from ethnically diverse and individualistic societies (Radj. The results for the cluster analyses performed in order to test hypotheses H3 and H4 are shown in Tables 3 through 5 . The clustering algorithm found no distinct segments in either group of participants for the five components of national identity. As for the five components of global identity, the procedure found no distinct segments among American participants but identified two clusters (AGCC-J1 and AGCC-J2) within Japanese participants (SC = .4; k = 2), displaying an average silhouette coefficient (SC) that indicates reasonable partitioning of data.
The composition and sizes of these two clusters are shown in Table 3 .
[Insert Table 3 Tables 4 and 5 exhibit the results of a cluster analysis on each group of participants for materialism and consumer ethnocentrism after the unsupervised algorithm detected two distinct segments for the Japanese (SC = .5; k = 2) and the American (SC = .5; k = 2) participants.
[Insert Tables 4 and 5 Both of these clusters, J1 and J2, exhibit levels of materialism similar to the cluster with the highest value in this dimension among American participants (U1). This reveals overall higher materialistic tendencies among millennials from collectivistic and ethnically homogeneous societies than those from individualistic and ethnically diverse contexts. An ANOVA test comparing the MVS average scores between Japanese and American participants confirmed the latter observation (F (1, 420) = 42.03; p < .01).
Within this intra-context heterogeneity, two similar segments across the two groups of participants can be identified. Clusters U1 and J1 represent consumers with the same views regarding materialism and ethnocentrism despite their distinct socio-cultural contexts. Thus, to perform a consistent comparison of the adaptation strategies preferred by millennial consumers in these two socio-cultural contexts, further analysis carried out focused on these two clusters.
The similarity of these two groups of consumers in their materialistic and ethnocentric attitudes facilitates an equivalent contrast of their global and national identities across contexts.
To determine whether there is empirical support for hypotheses H3 and H4, observations were plotted in separate scatterplots for each socio-cultural context. These scatterplots aim at emulating Berry's (1997) 
Millennials' Consumer Identities 25
individualistic and ethnically diverse societies prefer more separatist strategies when adapting to globalization. However, there is sufficient evidence to assert that they are equally split between integrative and differentiated (separation-marginalization) strategies.
Discussion
The purpose of this study was to examine the role that ethnic and global identities play in the formation of millennials' materialism and consumer ethnocentrism, and to determine if these processes are distinct for two different socio-cultural contexts. In addition, this research focused on the intra-context diversity of millennials to determine if these two groups of consumers follow distinct adaptation strategies towards globalization. The two contexts investigated were The results supported the contention that millennials' global and national identities have differential effects on materialism and consumer ethnocentrism, indicating a simultaneous process of homogenization and heterogenization of consumer culture. The effects of both forces were supported for both socio-cultural contexts examined, suggesting this phenomenon may be more common worldwide than previously assumed. These findings supported the call for a more balanced approach when studying the impact of globalization on consumer culture, one that considers the confluence of national and global characterizations of consumers' selves.
Prior research has highlighted the relatively high degree of materialism exhibit by millennials (Bevan-Dye et al., 2012; Fitzmaurice & Comegys, 2006) and reported mixed results for consumer ethnocentrism (Jin et al., 2015) . This research provided further evidence for distinct socio-cultural contexts and the diversity exhibited within these contexts, as suggested by Cleveland et al. (2016) and Demangeot et al. (2015) . This study revealed that distinct sociocultural contexts bring about differences in the nature of how materialism and consumer ethnocentrism are formed among millennials. Specifically, national or domestic forces shaping millennials' consumer identities are the driving influence of materialism in largely mono-ethnic Gonzalez-Fuentes, M.
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and more collectivistic-minded societies. Conversely, global forces are prominent drivers of both materialism and consumer ethnocentrism among millennials from multiethnic and individualistic contexts.
The importance of domestic forces may help explain why millennials' degree of materialism, in this study, is on average higher in collectivistic and ethnically homogeneous contexts than in individualistic and racially heterogeneous environments. Societies may exert less resistance to ideas and attitudes that are cultivated within the culture, as opposed to those coming from external sources. Interestingly, both clusters found among Japanese participants
show similarly materialistic individuals with distinct ethnocentric orientations. For American participants, by contrast, two divergent materialistic views emerge from their clusters.
Finally, an analysis of the configuration of national and global identities provided support for millennial consumers of different socio-cultural contexts differing in their adaptation strategies to globalization. Results showed millennials from collectivistic and ethnically homogeneous societies prefer more integrative strategies whereas those from individualistic and multiethnic societies are equally split between integrative and separatist strategies. These results are consistent with previous research (Cleveland et al., 2015) . This study's findings pointed out an ongoing process of adaptation in which elements of millennials' global and national identities play a role in the formation of materialism and consumer ethnocentrism. These findings provided empirical support for the notion that acculturation to new environments manifests an adaptation process that is not fixed or unidirectional but, rather, one that is selective, dynamic, and relational (Berry, 1997; Cleveland, Laroche, Pons, & Kastoun, 2009; Peñaloza, 1994) . In addition, these results advanced our understanding of how similar segments across cultures may conceal important differences in Gonzalez-Fuentes, M.
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Implications for practitioners
Given the predominance of domestic forces in the formation of materialism among millennials from collectivistic and ethnically homogeneous contexts, organizations may find domestic channels more effective in their communications of social status appeals. For marketers of luxury brands, the significant materialistic tendencies found for millennials in these contexts indicate an inclination towards aspirational and status-related cues. This is especially the case for the two similar clusters of millennial consumers found between the two contexts.
These two segments encompass relatively high materialistic and ethnocentric consumers, indicating opportunities to develop national or domestic aspirational brands that could find a place in a market dominated by global brands.
Furthermore, the results supporting a preference for integrative strategies among millennials from ethnically homogeneous and collectivistic contexts indicate that hybridized strategies may be more successful than those in which offerings are globally standardized. These strategies should blend global appeals with local inflections rather than a monolithic view of consumers and products' identities. As suggested by Oswald (1999) , such consumers may swap between their local and global identities when evaluating how well aligned a product or brand appears to be with their beliefs and values.
For millennials from individualistic and ethnically diverse societies, a carefully segmented and distinctive approach may work best since consumers are split between two pathways. One can be addressed by the hybridized strategy described above while the other by an approach that looks to assert millennials' local uniqueness and idiosyncrasies. For the latter Gonzalez-Fuentes, M.
Millennials' Consumer Identities 29 approach, the indigenization of products or brands that are perceived as predominantly foreign may be necessary to cater successfully to these consumers. Domestic brands that are associated with national pride or nostalgia may successfully thrive when catering to this group of consumers, especially if they develop premium or status symbol alternatives within their product or brand portfolios.
Limitations and directions for future research
There are several limitations to the current investigation that should be considered for future research. The first limitation concerns the characteristics of the participants. Future research should examine a greater range of age groups and education levels since millennials comprise a larger set than only those born during the 1990s. In particular, this line of research would benefit from investigations considering millennials without college education to account for different exposures to globalization and its manifestations. 
